


 

https://doi.org/10.15581/026.001
http://www.iberifier.eu/


 



 

TABLE OF FIGURES ................................................................................................ 6 

1. INTRODUCTION ON DIS/MISINFORMATION’S IMPACT ON SPAIN AND PORTUGAL MEDIA 

ECOSYSTEM .......................................................................................................... 8 

1.1. Impact evaluation of dis/misinformation on people’s trust ........................10 

1.1.1. Impact evaluation of dis/misinformation on business media ..............13 

2. SUMMARY OF THE EVALUATION PROCESS ............................................................23 

2.1. Impact dis/misinformation in Spain. Methodology general description .....23 

2.1.1. Methodology: flow diagram (quantitative and qualitative data) ..........23 

2.1.2. Survey (general audience) .................................................................24 

2.1.3. Questionnaire design .........................................................................24 

2.1.4. Questionnaires’ implementation on social networks ..........................30 

2.1.5. In-depth interviews ............................................................................30 

2.1.6. Selection of the media’s editors and publishers .................................30 

2.1.7. Questionnaire design .........................................................................32 

2.1.8. Recording of interviews .....................................................................33 

2.2. Impact dis/misinformation in Portugal. Methodology general description.33 

2.2.1. Methodology: flow diagram (quantitative and qualitative data) ..........34 

2.2.2. Survey (general audience) .................................................................34 

2.2.3. Questionnaire design .........................................................................35 

2.2.4. Questionnaires’ implementation on social networks ..........................40 

2.2.5. In-depth interviews ............................................................................41 

2.2.6. Selection of the media editors and publishers ...................................41 

2.2.7. Questionnaire design .........................................................................42 

2.2.8. Recording of interviews .....................................................................43 

2.3. Results of the Spain online survey ...........................................................44 

2.3.1. Initial frequency analysis ....................................................................44 

2.4. Results of the Portugal online survey.......................................................63 

2.4.1. Introduction ........................................................................................63 

2.4.2 Data analysis ......................................................................................65 

2.5. Results of the interviews with Spanish media editors ..............................76 

2.5.1. Media protocols for fighting fake news...............................................76 

2.5.2. Staff training to stop disinformation ...................................................77 



2.5.3. Agreements with fact-checking platforms ..........................................78 

2.5.4. Journalistic routines (clickbait, use of social networks) ......................79 

2.5.5.  How to get useful audience feedback to make better information ....81 

2.5.6. Economic benefits and ethics ............................................................82 

2.6. Results of the interviews with Portuguese media editors .........................84 

2.6.1. Introduction ........................................................................................84 

2.6.2 Analysis of the responses ...................................................................85 

2.6.3 Conclusions ........................................................................................94 

3. ETHICS PROCEDURES FOR THE TREATMENT OF EVALUATION DATA .........................97 

4. CONCLUSIONS ..................................................................................................98 

5. BIBLIOGRAPHY ................................................................................................101 

6. ANNEXES .......................................................................................................103 

Annex 1. Media mentioned by participants in the Spanish survey as main 

source of news (question 3) ..........................................................................103 

Annex 2. Informed consent for the interviews with media editors .................109 

Annex 3. Consent form .................................................................................113 

 

 



FIGURE 1. TRUST IN NEWS IN 2022 PER COUNTRY ......................................................10 

FIGURE 2. POLITICAL POLARISATION OF THE MEDIA: PROPORTION OF INDIVIDUALS WHO 

CONSIDER THAT THE MAIN NEWS ORGANISATIONS IN THEIR COUNTRY ARE POLITICALLY 

FAR APART, EUROPE, 2022 ................................................................................11 

FIGURE 3. “IN THE LAST WEEK, HAVE YOU COME ACROSS FALSE OR PARTIALLY INCORRECT 

INFORMATION ON ANY OF THE FOLLOWING TOPICS?” BY TRUST IN NEWS, PORTUGAL, 

2022 (MULTIPLE ANSWER)..................................................................................12 

FIGURE 4. EVOLUTION OF ADVERTISING INVESTMENT (ESTIMATED) (THOUSANDS €), 

PORTUGAL, 2002 TO 2021 ................................................................................13 

FIGURE 5. EVOLUTION OF INVESTMENT IN ADVERTISING ACCORDING TO MEDIA AND YEAR, 

SPAIN, 2000 TO 2020 .......................................................................................13 

FIGURE 6. EVOLUTION OF THE TURNOVER OF THE MEDIA SECTOR FROM 2016-2020, 

SPAIN ...............................................................................................................15 

FIGURE 7. BREAKDOWN OF ADVERTISING INVESTMENT BY MEDIUM (ESTIMATED) 

(THOUSANDS OF €), PORTUGAL, 2002 TO 2021 ...................................................16 

FIGURE 8. EVOLUTION OF PAID PRINT AND DIGITAL CIRCULATION IN THE RELEVANT 

MARKET, PORTUGAL, 1996 TO 2021 ...................................................................17 

FIGURE 9. PAYMENT FOR ONLINE NEWS IN THE PREVIOUS YEAR, INTERNATIONAL 

COMPARISON, 2022 ...........................................................................................18 

FIGURE 10. GENDER OF PEOPLE INTERVIEWED ...........................................................31 

FIGURE 11. POSITION OF PEOPLE INTERVIEWED .........................................................31 

FIGURE 12. PROFILE OF THE MEDIA WHERE THEY WORK ..............................................31 

FIGURE 13. KIND OF MEDIA .......................................................................................31 

FIGURE 14. REGULAR MEDIA CONSULTED BY CITIZENS TO BE WELL INFORMED...............48 

FIGURE 15. BARPLOT. VARIABLE: ITEM 4. (N = 616)                        FIGURE 16. PIEPLOT. .50 

FIGURE 17. BARPLOT. VARIABLE: [ITEM 5] WHAT KIND OF SOCIAL NETWORKS DO YOU 

BELIEVE SPREAD MORE HOAXES? (N = 616) ........................................................51 

FIGURE 18. BARPLOT. VARIABLE: [ITEM 6] WHAT KIND OF MOBILE MESSAGING PLATFORM 

DO YOU BELIEVE SPREADS MORE HOAXES? (N = 616) ..........................................53 

FIGURE 19. GROUPED BAR CHART. VARIABLE: ITEM 10, SEGMENTATION BY RESPONSE 

OPTION RANKING 1, 2 AND 3 ...............................................................................58 

FIGURE 20. FREQUENCY OF CONSULTING NEWS IN SOCIAL MEDIA ................................66 



FIGURE 21. FREQUENCY WITH WHICH YOU CAME ACROSS DISINFORMATIVE CONTENT IN 

SOCIAL MEDIA (LAST MONTH) ..............................................................................67 

FIGURE 22. TYPES OF MISINFORMATION IDENTIFIED IN SOCIAL MEDIA (LAST MONTH, 

MULTIPLE RESPONSE) ........................................................................................67 

FIGURE 23. TOPICS ON WHICH INFORMATION WAS TOTALLY OR PARTIALLY FALSE (LAST 

MONTH, MULTIPLE ANSWERS) .............................................................................68 

FIGURE 24. MEDIA USUALLY USED BY RESPONDENTS TO GET INFORMED .......................69 

FIGURE 25. CONFIDENCE IN NEWS (DEGREE OF AGREEMENT WITH STATEMENTS…) .......70 

FIGURE 26. CONCERN ABOUT POTENTIAL DISSEMINATORS OF MISINFORMATION (MULTIPLE 

RESPONSE) .......................................................................................................71 

FIGURE 27. CONCERN WITH ONLINE PLATFORMS THAT PROMOTE MISINFORMATION 

(MULTIPLE RESPONSE) .......................................................................................72 

FIGURE 28. LOSS OF TRUST IN SOME MEDIA DUE TO FINDING DISINFORMATIVE CONTENT 72 

FIGURE 29. MEDIA THAT RESPONDENTS STOPPED TRUSTING (OPEN ANSWER) ...............73 

FIGURE 30. DISABLEMENT OF SOCIAL COMMUNICATION MEDIA AFTER BREACH OF TRUST 

DUE TO FINDING UNINFORMATIVE CONTENT ..........................................................74 

FIGURE 31. SOURCES OF INFORMATION THAT RESPONDENTS TRUST MOST (UP TO 3 

OPTIONS) ..........................................................................................................75 

FIGURE 32. ROBUST CORRELATION BETWEEN THE WORDS MOST USED BY INTERVIEWEES

 ........................................................................................................................78 

FIGURE 33. COMPARISONS BETWEEN KEYWORDS IN THE INTERVIEW CORPUS ...............82 

FIGURE 34. ACTIVE PROTOCOLS ON FACT-CHECKING AMONG PORTUGUESE MEDIA ........86 

FIGURE 35. PERCEPTION OF PORTUGUESE MEDIA EDITORS ON THE DISSEMINATION OF 

DISINFORMATION BY THEIR OUTLET .....................................................................87 

FIGURE 36. PERCEPTION ON THE JOURNALIST’S SKILLS AND TRAINING TO MITIGATE 

DISINFORMATION IN PORTUGAL ...........................................................................88 

FIGURE 37. MOST FREQUENT WORDS WHEN ADDRESSING STRATEGIES REDUCE ATTRITION 

AND IMPROVE QUALITY OF LIFE IN NEWSROOMS IN PORTUGAL ...............................90 

FIGURE 38. IDENTIFIED STRATEGIES TO SOLVE JOURNALISM FUNDING RELATED ISSUES IN 

PORTUGAL ........................................................................................................93 



–



– –



1.1. Impact evaluation of dis/misinformation on people’s trust 







 



 



 

 



 





 



– –



● 

● 

● 

● 

● 

0F

https://ensina.rtp.pt/
https://ensina.rtp.pt/


1F

2F

3F

4F

5F



● 
● 
● 
● 
● 

 



2.1. Impact dis/misinformation in Spain. Methodology general 

description 



 
 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 















2.2. Impact dis/misinformation in Portugal. Methodology general 

description 



 
 

 













 

 



 
 
 
 







2.3. Results of the Spain online survey  



Tabl  : 



 Media  

SUM of 

Frequency 

SUM 

http://eldiario.es/






Table : 

Survey variables (N = 322) 
Absolute 

fre. 

Accumulat

ed abs. 

fre. 

Relative 

fre. 

Accumulat

ed rel. fre. 

4. In general, how much do you trust the information published by the media? 

1. I fully trust 25 25 4.1% 4.1% 

2. I half trust, depending of the subject 462 487 75% 79.1% 

3. I trust a little 104 591 16.9% 95.9% 

4. I never trust 25 616 4.1% 100.0% 



 

Tabl  : 





Tabl  : 





Tabl  : 



 





Tabl  1 : 





 



 



● 



● 

● 

● 

 



2.4. Results of the Portugal online survey  
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2.5. Results of the interviews with Spanish media editors  
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2.6. Results of the interviews with Portuguese media editors  
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